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[bookmark: _Toc200961354]ABSTRACT
This study explores the impact of multimedia journalism in raising awareness about climate change among residents of Kwara State. Utilizing a descriptive survey design, data were collected from 200 respondents selected through stratified sampling. The study is anchored on Agenda-Setting and Framing theories to analyze how multimedia journalism influences public awareness by prioritizing climate change topics and shaping the way these issues are presented to the audience. Through various multimedia platforms including television, radio, online news, and social media journalists employ framing techniques to highlight the causes, effects, and urgent need for climate action. The findings demonstrate that multimedia journalism plays a vital role in enhancing public knowledge and concern about climate change, with multimedia formats such as videos, infographics, and interactive reports significantly improving audience engagement and understanding. Additionally, the study reveals that agenda-setting by media outlets determines the salience of climate issues, affecting the extent to which the public perceives climate change as an important problem requiring immediate attention. The research recommends that media practitioners adopt strategic agenda-setting and framing approaches to deepen public discourse on climate change, thereby fostering greater community involvement and support for sustainable environmental policies in Kwara State.
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[bookmark: _Toc170469506][bookmark: _Toc200961358]1.1	Background to the Study
Climate change has emerged as a worldwide issue requiring the involvement of all parties, including the media (Adeniyi, K 2014). An important worldwide concern that has an array of effects on both the environment and human lives is climate change. NASA (2023), described climate change as a long-term alterations in global or regional climate patterns, has emerged as one of the most pressing environmental challenges of the 21st century. According to Reskes, Naomi (2014), climate change is described as "a significant change in the statistical distribution of weather patterns over periods ranging from decades to millions of years. It may be a change in average weather conditions or the distribution of events (e.g., more or fewer extreme weather events).
The United Nations Framework Convention on Climate Change (UNFCCC) attributed climate change to direct or indirect human activity that alters the composition of the global atmosphere and which is in addition to natural climate variability observed over comparable time periods." (UNFCCC Article 1, 2012). It encompasses phenomena such as global warming, rising sea levels, changes in precipitation patterns, and increased frequency of extreme weather events. These changes, largely attributed to human activities such as deforestation, industrialization, and the burning of fossil fuels, are causing unprecedented shifts in ecosystems, economies, and societies (Intergovernmental Panel on Climate Change [IPCC], 2021).
The scientific community has highlighted the critical role of greenhouse gases (GHGs) in driving climate change. Carbon dioxide, methane, and nitrous oxide, released through industrial processes, agriculture, and energy production, trap heat in the atmosphere, leading to global warming (NASA, 2023). The consequences of climate change are multifaceted and severe. Since the pre-industrial era, the Earth's average surface temperature have risen by approximately 1.1°C above pre-industrial levels, leading to intensified weather events such as hurricanes, droughts, heatwaves, and heavy rainfall (NASA, 2023). Rising sea levels due to melting polar ice and thermal expansion threaten coastal communities, while desertification and water scarcity exacerbate food insecurity, particularly in vulnerable regions like sub-Saharan Africa. Ecosystems worldwide face disruptions, with many species unable to adapt to rapid environmental changes, leading to biodiversity loss (United Nations Development Programme [UNDP], 2022).
The consequences of climate change are evident across various sectors. Agriculture, a cornerstone of many economies, is experiencing disruptions due to erratic rainfall, prolonged droughts, and floods. This threatens food security, especially in developing nations, where subsistence farming is a primary livelihood source (United Nations Development Programme [UNDP], 2022). Furthermore, extreme weather events such as hurricanes, wildfires, and heatwaves are becoming more frequent and severe, posing risks to human health and safety (United Nations Environment Programme [UNEP], 2021).
In Nigeria, the impacts of climate change are particularly pronounced. The northern region faces desertification and reduced agricultural productivity, while the southern coastal areas grapple with erosion, flooding, and saltwater intrusion. The shrinking of Lake Chad, a crucial water source for millions, exemplifies the intersection of climate variability and socio-economic instability in the region (Odjugo, 2010). These challenges exacerbate poverty, trigger resource-based conflicts, and undermine national development goals.
Within this framework, mass media has emerged as one of the most potent instruments for increasing consciousness and influencing behavioural shifts towards adaptation and mitigation of climate change. However, the adoption of multimedia journalism as a tool for increasing consciousness on the shift of climate change cannot be underestimated. According to Pavlik, J. V. (2018), multimedia journalism is the practice of integrating various forms of media such as text, images, audio, video, and interactive graphics into storytelling to present news and information across multiple platforms. It is the use of digital tools and platforms to deliver news content in an engaging, interactive, and audience-centric manner, often blending traditional reporting with innovative multimedia elements (Briggs, M. 2016).
The integration of multimedia journalism into climate change advocacy presents a significant opportunity to raise awareness and drive behavioral change (Awoniyi 2020). Multimedia platforms provide avenues for journalists and environmental advocates to communicate the realities of climate change in ways that are both compelling and relatable to diverse audience and simplify complex scientific concepts and inspire collective action.
Multimedia platforms facilitate participatory journalism, enabling communities affected by climate change to share their narratives, thereby creating empathy and promoting action (Fahmy et al., 2018). Social media integration also allows journalists to amplify climate stories, reaching broader and more diverse audiences. O’Neill & Smith, (2020) asserted that the combination of video, audio, infographics, and interactive tools, multimedia journalism transcends traditional reporting, offering immersive experiences that engage audiences deeply. For example, the use of virtual reality (VR) to simulate rising sea levels or interactive maps that showcase global temperature anomalies fosters a more personal understanding of climate impacts. In view of this background, this study seeks to investigate the impact of multimedia journalism in raising awareness on climate change in Kwara state.
[bookmark: _Toc200961359]1.2	Statement of the problem
Climate change is an urgent global issue that significantly impacts the environment, health, and economy. In Nigeria, including Kwara State, the effects of climate change are becoming increasingly apparent, with rising temperatures, erratic rainfall patterns, and environmental degradation (Akinyele, 2020). However, despite the growing challenges, there is a lack of adequate public awareness about climate change and its long-term effects, particularly in rural and semi-urban areas like Kwara State. Traditional media platforms, such as radio and television, have been used to disseminate information on climate change, but with the rise of digital media, multimedia journalism is playing an increasingly important role in informing the public (Ogunyemi & Adeoye, 2022).
Inadequate access to climate-related information contributes to a lack of urgency among the public, undermining efforts to mitigate and adapt to climate risks (Wang & Corner, 2018). While multimedia tools can simplify complex environmental issues, limited studies focus on how they influence perceptions and actions in local contexts, particularly in underserved communities. This gap undermines the potential of multimedia journalism as a tool for advocacy and education on climate issues
Multimedia journalism, which integrates text, audio, images, and video to convey messages, has proven to be an effective tool in raising awareness and promoting behavioral change (Nwaogbe, 2021). In Kwara State, multimedia journalism could be a critical resource for educating residents about climate change, especially given the state's vulnerability to environmental changes, such as flooding and droughts (Ajiboye, 2019). However, the potential of multimedia journalism to raise awareness on climate change remains underexplored in the region. It is unclear how local media outlets in Kwara State are utilizing multimedia platforms to educate the public and whether these efforts are effectively influencing climate-related behavior.
Furthermore, while there has been a global push for climate change education and advocacy, there is insufficient research focusing on the use of multimedia journalism in Nigerian states like Kwara. In lieu of these problems the researcher is driven to situate a research on “impact of multimedia journalism in raising awareness on climate change in Kwara state. 
1.3 [bookmark: _Toc170469508][bookmark: _Toc200961360]   Objectives of the Study
i. To assess the level of public awareness of climate change issues in Kwara State.
ii. To examine the role of multimedia journalism in disseminating information about climate change in Kwara state.
iii. To investigate the effectiveness of multimedia journalism in influencing public perceptions and attitudes toward climate change.
iv. To explore the challenges faced by multimedia journalists in creating and sharing climate-related content in Kwara State.
[bookmark: _Toc200961361]1.4   Research Questions

i. What is the level of public awareness of climate change issues in Kwara State?
ii. What is the role of multimedia journalism in disseminating information about climate change in Kwara state?
iii. How effective is multimedia journalism in influencing public perceptions and attitudes toward climate change in Kwara State?
iv. What are the challenges faced by multimedia journalists in creating and sharing climate-related content in Kwara State?
[bookmark: _Toc200961362]1.5   Significance of the Study
This study is significant as it highlights the critical role of multimedia journalism in addressing the pressing issue of climate change in Kwara State. The findings and recommendations derived from the research will have practical, social, and academic implications, particularly, raising public awareness. The study will also demonstrate how multimedia journalism can effectively inform and educate the public about the causes, effects, and mitigation strategies related to climate change. By understanding the impact of this approach, stakeholders can employ multimedia tools to simplify complex scientific concepts and engage more people in climate-related discussions.
More so, this study will expand the academic discourse on the role of multimedia journalism in climate communication. It will serve as a resource for future researchers, educators, and students interested in exploring the intersection of media, climate change, and public engagement, particularly in developing regions. The research aligns with global and national goals to combat climate change and promote sustainability. 
[bookmark: _Toc200961363]1.6 Scope of the study 
   The scope of the study cover the impact of multimedia journalism in raising awareness on climate change in Kwara state. The geographical scope study is limited to Kwara State, located in North-Central Nigeria. The state will be selected due to proximity and vulnerability to the impacts of climate change, including irregular rainfall patterns, deforestation, and flooding. The research will explore both rural and urban communities to understand how multimedia journalism reaches and influences diverse populations within the state.
1.7 [bookmark: _Toc170469512][bookmark: _Toc200961364]Operational Definition of Key Terms
· Multimedia Journalism: In the context of this study, multimedia journalism will encompass digital platforms such as social media (e.g., Facebook, Instagram, Twitter), websites, blogs, online videos, and radio/television broadcasts that integrate multiple forms of media to communicate messages related to climate change in Kwara State.
· Climate Change: In the context of Kwara State, it specifically address the changing weather patterns, increased temperatures, flooding, and droughts that affect agriculture, health, and infrastructure.
· Awareness: Awareness refers to the level of knowledge, understanding, and consciousness about climate change within the population of Kwara State. It includes the public’s ability to recognize climate change-related issues, understand the causes and consequences, and identify actions that can mitigate its effects. 
· Impact: Impact refers to the effect that multimedia journalism has on individuals' awareness of climate change in Kwara State. 
· Kwara State: In this study, Kwara State refers to the geographical area where the research will be conducted, with particular focus on Ilorin, the state capital, and other significant urban and rural areas.
· Raising Awareness: Raising awareness in this context means the processes by which multimedia journalism tools are used to increase the public's understanding of climate change issues, educate them on potential solutions, and motivate positive behavioral change regarding environmental sustainability. 
· GHGs: (Green-House Gases) refers to the trap heat in the Earth's atmosphere, contributing to the greenhouse effect, which leads to global warming and climate change.
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[bookmark: _Toc200961366]LITERATURE REVIEW
[bookmark: _Toc200961367]2.1	CONCEPTUAL FRAMEWORK
[bookmark: _Toc200961368]2.1.1	Overview of Journalism
Akinfeleye (2019) sees journalism as a profession, vocation or occupation requiring advanced education, training and involving intellectual skills. Thus implies that the journalist has to be skillful on the job of collecting, writing and publishing news. Journalism is the profession of writing, communicating, formally employed by publications and broadcasters, a journalist is expected to use facts to describe events, ideas and issues that are relevant to the public, journalist is known as news analyst, reporter and correspondent who gathers information, and disseminate it so that the society remains informed about local, state, national and international events. 
Ike (2015) describes journalism as the trades technique or profession of reporting news for the public by various means. Sambe (2018) says “Journalism is a report of things as they appear at the moment of writing, not a definitive study of a situation”. Sobowale believes that “a journalist is anyone who has undergone either formal or on-the-job training in the art of journalism and is competent to perform journalistic functions” David (2011).
There are certain qualities that enables a journalist to function effectively, among such qualities according to David (2021) are; Interest in his job and in the people, which enhance his performance for the fact that he sees his job as a calling and places his interest for the job in the masses he serves above his limited self-interest Menche (2013) as cited in David (2021), asserted that  journalist is expected to have an inquisitive nature which creates an urge in him/her to know and tell others Creative imagination is also considered an essential quality that the journalist must have in order to be able to provide original idea.
Creative imagination according to David (2011) implies the journalist’s ability to visualize new and original ways of solving problems others believe are not soluble and handling situations that appear quiet complex. The journalist requires the qualities in is arduous task of digging up facts that people intentionally suppress. Journalist according to Sonaike (2017) as quoted in David, Imeh (2021, p.4) is his ability to nose for news that enables him to know news potentials of an event, casual dues to important information, related events and a number of facts concerning the same subject matters. Akinfeleye, Ralph (2009) as cited in David Imeh (2011) also considers news judgment as an important quality that enables the journalist to perform his job effectively. Courage and perseverance are also an essential quality of a journalist because the journalist needs boldness to enable him to put across some penetrating questions to some kinds of persons or visit some places. A journalist must always be ready and open, willing to learn and experiment new approaches and ways. He must always return from his news beat with a publishable news story.
A sense of commitment on the part of the journalist makes him dependable. Integrity and discipline, these are ingredients of personal ethics, a sense of integrity and self-discipline will enable the journalist steadily work at a task until it is accomplished. This integrity will win both confidence of news sources and professional colleagues. Every profession of repute has its practitioner’s code of ethics that guide the conduct of members in the performance of their duties. Journalistic ethics have been established all over the world both by members of the profession and media organization. In Nigeria, the Press Organization (NPO) has a code of conduct that every journalist must adhere to. This code of conduct deals with what is right or wrong and dispute stipulates punishment for violators, notwithstanding, the availability of code of conduct of journalism in Nigeria is still riddled with many ethical problems.
[bookmark: _Toc200961369]2.1.2	Concept of Multimedia 
Multimedia is a term that combines “multi,” meaning many, and “media,” which refers to channels of communication or forms of content. It signifies the use of multiple forms of media such as text, graphics, images, audio, video, animation, and interactivity within a single platform or presentation to deliver information or create an engaging experience (Vaughan, 2013). Unlike traditional single-medium formats, multimedia integrates various types of content to enhance user engagement and comprehension.
In general terms, multimedia can be defined as a technology-driven communication method that merges several types of media to effectively convey a message. According to Mayer (2005), multimedia involves the combination of visual and auditory elements, particularly in educational settings, to enhance learning outcomes by appealing to multiple senses simultaneously. This dynamic approach makes multimedia highly versatile and adaptable to various fields, such as education, journalism, advertising, entertainment, and healthcare.
One key characteristic of multimedia is interactivity, which enables users to interact with the content, controlling the pace and direction of their experience. This feature distinguishes multimedia from static media like printed books or posters. Interactivity not only enriches user engagement but also fosters deeper understanding, especially in non-linear content delivery systems such as e-learning platforms or video games (Sharma & Sharma, 2016).
Multimedia can be categorized based on its application:
1. Linear Multimedia: This form delivers content in a fixed sequence without user interaction, such as a movie or a slideshow.
2. Non-Linear Multimedia: This type allows user control and interaction, such as websites, mobile apps, or virtual reality environments.
In journalism, for example, multimedia plays a vital role in enhancing storytelling by integrating text, images, videos, and infographics on digital platforms. Similarly, in education, multimedia tools like interactive videos and simulations create immersive learning environments that cater to diverse learning styles (Mayer, 2005).
In the corporate world, multimedia is employed extensively in marketing and advertising. Campaigns use a mix of video, audio, and animations to captivate audiences and deliver messages more effectively. Furthermore, multimedia presentations are now standard in business communication, providing visually engaging ways to share ideas and data (Vaughan, 2013).
The entertainment industry exemplifies the power of multimedia through video games, virtual reality, and digital storytelling. These applications create immersive environments that engage users through a blend of visual, auditory, and tactile stimuli. The healthcare sector also benefits from multimedia, employing interactive applications for patient education, virtual surgeries, and medical training.
The evolution of multimedia has been fueled by advancements in digital technologies. Multimedia has developed an unavoidable fragment of any performance. It has originate a diversity of presentations right from entertaining to education. The development of internet has also enlarged the request for multimedia content. Multimedia is the media that uses numerous forms of information contented and information processing (e.g. text, audio, graphics, animation, and video interactivity) to inform or entertain the user. Multimedia also mentions to the use of electronic media to store and knowledge multimedia content. Multimedia is alike to traditional varied media in fine art, but with a broader opportunity. The term “rich media” is equal for interactive multimedia.
Elements of Multimedia:
· Text 
· Graphics
· Audio
· Video
· Animation
· Interactivity
Multimedia may be generally separated into linear and nonlinear groups. Direct active content developments without any navigation control for the watcher such as a cinema presentation. Non-linear content suggestions user interactivity to control progress as used with a computer game or used in self-paced computer created exercise. Non-linear content is also known as hypermedia content. Multimedia presentations can be live or noted. A recorded presentation may permit interactivity via a steering system. A live multimedia presentation may allow interactivity via interaction with the presenter or performer 
[bookmark: _Toc200961370]2.1.3	Multimedia Journalism
Multimedia journalism refers to the practice of combining various forms of media text, audio, video, images, graphics, and interactivity—to create engaging and comprehensive news stories. It leverages the strengths of each medium to enhance storytelling, enabling journalists to cater to diverse audience preferences and consumption patterns. This approach has gained prominence in the digital era, where technological advancements have transformed how news is produced, distributed, and consumed.
Multimedia journalism is broadly defined as the convergence of different media forms into a single narrative to enrich news content. Pavlik (2001) characterizes multimedia journalism as "the integration of text, images, audio, and video content in an online environment to create a more engaging user experience." It represents a shift from traditional linear storytelling to interactive and multi-sensory formats, which provide depth and variety in content presentation.
The approach can be seen as an evolution of traditional journalism, where each form of media works independently. In multimedia journalism, these elements are combined to complement one another, providing a richer and more nuanced perspective. For example, a multimedia report on climate change might include a written article, a video interview with scientists, interactive maps showing affected regions, and infographics presenting data trends.
The meaning of multimedia journalism extends beyond the mere use of different media formats. It emphasizes the integration and interplay of these formats to tell a cohesive story. Deuze (2004) defines multimedia journalism as a practice where journalists use multiple media platforms to engage audiences actively, creating stories that are not just consumed but interacted with.
This concept reflects the adaptability of journalism in the digital age. Traditional boundaries between print, radio, and television have blurred, giving rise to converged newsrooms where journalists are trained to produce content across multiple platforms. According to Quinn and Filak (2005), multimedia journalism is driven by audience demand for more immersive and engaging content, prompting journalists to rethink how stories are structured and delivered.
Key Features of Multimedia Journalism
1. Interactivity: Audiences can engage directly with the content through clickable links, embedded videos, and interactive graphics.
2. Multi-platform Accessibility: Content is designed to be accessible across various devices, such as smartphones, tablets, and computers.
3. Enhanced Storytelling: Multimedia journalism combines the narrative depth of text, the visual impact of images and videos, and the analytical power of data visualization.
4. Audience Engagement: By incorporating multimedia elements, stories become more engaging, leading to greater audience retention and participation.
Multimedia journalism is pivotal in addressing the changing preferences of digital audiences. It enables journalists to break down complex issues into digestible formats, making information accessible to a wider audience. For instance, the use of infographics and video explainers can simplify intricate subjects, while interactive elements can allow readers to explore stories at their own pace.
Furthermore, multimedia journalism democratizes information, allowing smaller news organizations to compete with larger outlets by leveraging affordable digital tools. It also encourages innovation in storytelling, such as immersive technologies like virtual reality (VR) and augmented reality (AR).
[bookmark: _Toc200961371]2.1.4	Concept of Climate Change 
Global warming, otherwise known as climate change, has been increasingly recognized as the greatest threat of the century (Bowen, Mattia & Stren, 2010; Bloem, Semba, , Kraemer, 2010; Perkins, 2010; Graciano, 2010 ). Of all the holocausts that have afflicted mankind such as plagues, earthquakes, tsunami, smallpox, HIV/AIDS et cetera, none has the greatest threat to wipe out lives on Earth through either continuous flooding or permanent drought than climate change. It has been projected that about 9 billion people will inhabit the earth by 2050, most of which live in developing countries (Crowley, 2000; McMichael, 2001; Perkins, 2010).
According to the Intergovernmental Panel on Climate Change (IPCC, 2021), climate change is "a change in the state of the climate that can be identified by changes in the mean and/or variability of its properties, and that persists for an extended period, typically decades or longer." Climate change refers to significant and lasting changes in the Earth's climate, primarily driven by human activities. It is characterized by long-term alterations in temperature, precipitation patterns, and other atmospheric conditions over extended periods, often decades or centuries. 
The primary driver of contemporary climate change is the increased concentration of greenhouse gases (GHGs) in the atmosphere due to human activities, particularly the burning of fossil fuels, deforestation, and industrial processes. These activities release carbon dioxide (CO2), methane (CH4), and other GHGs, which trap heat in the atmosphere, leading to a warming effect known as global warming (NASA, 2020). This warming is associated with a variety of environmental impacts, including rising sea levels, changing weather patterns, increased frequency of extreme weather events, and disruption of ecosystems (IPCC, 2021).
While climate change has occurred naturally over Earth's history, the current rapid rate of change is largely attributed to human influence. The scientific consensus, as outlined in reports by the IPCC (2021), is that urgent action is required to mitigate the impacts of climate change, including transitioning to renewable energy sources, reducing emissions, and enhancing climate resilience.
Causes of Climate Change 
The natural variability and climate change fluctuations of the climate system have been part of the Earth’s history however, there have been changes in concentrations of GHGs in the atmosphere growing at an unprecedented rate and magnitudes in recent years (Crowley, 2000; Paehler, 2007). The causes of climate change can be categorized into two:- natural and man-made causes (Crowley, 2000; Paehler, 2007).
(a)Natural causes:
The earth’s climate is grossly influenced and changed through natural causes such as ocean current, volcanic eruptions, the earth’s orbital changes and solar variations.
i. Ocean current: The oceans have been shown to be the major component of the climate system. Ocean currents move vast amounts of heat across the world. Wind push horizontally against the sea surface and drive ocean current patterns. Interactions between the ocean and atmosphere can also produce phenomena called El- Nino which occurs every 2 to 6 years. It has been shown that deep ocean circulation of cold water move from the poles towards the equator and warm water from the equator back towards the poles. Without this movement the poles would be colder and the equator warmer. The oceans play an important role in determining the atmospheric concentration of CO2. Changes in ocean circulation may affect the climate through the movement of CO2 into or out of the atmosphere ( Brown, 2010; Hoffman, et al.,2010; Shanta Barley, 2010) .
ii. Volcanic activities Volcanic eruptions are known to throw out large volumes of sulphur dioxide (SO2), water vapour, dust and ash into the atmosphere. It is known that large volumes of gases and ash can influence climate patterns for years by increasing planetary reflectivity, causing atmospheric cooling Tiny particles called aerosols are produced by volcanoes. Because these reflect solar energy back into space, they have a cooling effect on the earth’s surface (Ammann, Washington, Meehl, Buja,. & Teng, 2010; Bowen, 2010; Paehler, 2007;). (See Satellite Imagery of Volcanic Eruption below. Source: ISTOCKPHOTO / LOOPS7)
iii. Earth’s orbital changes The earth makes one revolution around the sun once a year, tilted at an angle of 23.50 to the perpendicular plane of its orbital path. Changes in the tilt of the earth can lead to small but climatically important changes in the strength of the seasons, more tilt means warmer summers and colder winters; less tilt means cooler summers and milder winters. Slow changes in the earth’s orbit lead to small but climatically important changes in strength of the seasons over tens of thousands of years. Climate feedbacks have been shown to amplify these small changes, thereby producing ice ages (Crowley, 2000; Paehler, 2007; Perkins, 2010).
iv. iv) Solar variation The sun is known to be the source of energy for the planet’s climate system. Although the sun’s energy output appears constant from an everyday point of view, small changes over an extended period of time can lead to climate changes. It has been speculated that a portion of the warming in the first half of the 20th Century was due to an increase in the output of solar energy. As the sun is the fundamental source of energy that is instrumental in our climate system, it would be reasonable to assume that changes in the sun’s energy output would cause climate to change. But studies by Crowley (2000) and Paehler (2007) have shown that if this were so it would be expected to see warmer temperatures in all layers of the atmosphere. On the contrary, the cooling was observed in the upper atmosphere, a warming at the surface and in the lower parts of the atmosphere. This was shown to be due to greenhouse gases capturing heat in the lower atmosphere.
v. Cloud’s contribution Perkins (2010) reported that global satellite analysis supported by climate models have revealed that cloud cover accentuate warming because as earth’s average temperature rises, clouds will accelerate global warming by trapping more heat. Dessler (2010) analyzed satellite data gathered between 2000 and 2010 to estimate the short-term variations in the amount of visible and infrared radiation emitted to space. He made an allowance by subtracting influences such as earth’s surface reflectivity and the heat-trapping effect of atmospheric water vapour as well as how clouds affected the planet’s radiation balance as a function of temperature over the decade. The result showed that clouds enhance warming by trapping on average, an extra 0.54 watts per square metre for every 10C rise in global average temperature. Dessler (2010) however, posited that uncertainty in the estimate indicates that clouds could actually exert a small cooling effect as temperature rises, although the slight negative feedback wouldn’t be nearly enough to cancel out larger, wellconstrained positive climatic feedbacks such as water vapour (Dessler, 2010). In the tropics, for example, Nigeria, the North East Trade wind brings cloudless atmosphere called harmattan with dry air and a cooling effect to the atmosphere. A model that can mimic this will have positive impact on climate change mitigation, provided it does not have negative feedback that could cause permanent drought.
b) Human causes 
It has been shown (Paehler, 2007) that climate is changing due to man-made greenhouse gases from burning fossil fuels for electricity, cars, trains, aircrafts, homes, flaring of gas at the oil fields like in Nigeria et cetera. Furthermore, land-use and deforestation add pressure to greenhouse gases.
[bookmark: _Toc200961372]2.1.5	Climate Change Awareness in Kwara State
Climate change awareness in Kwara State has become increasingly important as the effects of global warming and environmental degradation are felt in various regions of Nigeria. The state, like many others, faces challenges related to rising temperatures, erratic rainfall patterns, and flooding. In recent years, there have been efforts to raise awareness about the causes, consequences, and mitigation strategies for climate change.
One significant approach has been the role of the media, especially radio and television. Radio stations such as Radio Kwara have been instrumental in disseminating information to a broad audience, including rural communities, on climate change. Programs often feature experts who discuss the impacts of deforestation, improper waste disposal, and carbon emissions. Additionally, environmental journalists have leveraged multimedia platforms to spread messages about sustainability practices such as tree planting, waste management, and the use of renewable energy.
Educational institutions also play a vital role in climate change awareness. Universities and polytechnics in Kwara State, including Kwara State Polytechnic, have integrated environmental studies into their curricula. Students are encouraged to participate in initiatives such as tree planting and sustainability campaigns. Schools in Kwara have organized events such as debates, workshops, and public lectures, focusing on the importance of reducing carbon footprints and embracing sustainable agricultural practices.
Non-governmental organizations (NGOs) have also been active in promoting climate change awareness through community outreach programs, providing resources, and organizing sensitization workshops. These efforts target farmers, youth, and local leaders to equip them with knowledge on climate-smart agricultural techniques and disaster preparedness.
Despite these efforts, challenges such as limited access to information, lack of infrastructure, and political will hinder more widespread and effective awareness campaigns in Kwara State. To improve climate change awareness, there is a need for more comprehensive and inclusive strategies that involve all sectors of society, from government and media to NGOs and educational institutions.
[bookmark: _Toc200961373]2.1.6	Environmental Journalism and Climate Change
Environmental journalism is a specialized field within the broader context of journalism, focusing on reporting and disseminating information related to environmental issues, including climate change, biodiversity, pollution, and sustainability. It involves the investigation and communication of environmental challenges, policies, and solutions, aiming to raise public awareness and influence social and governmental action (Wells, 2011).
The primary purpose of environmental journalism is to inform the public about environmental issues that may affect their lives, communities, and the planet at large. This form of journalism often bridges the gap between scientific research and the general public, simplifying complex environmental data and making it accessible to non-expert audiences (Dunwoody, 2007). By highlighting the relationship between humans and nature, environmental journalists aim to create informed public discourse around environmental protection and sustainable development.
Environmental journalism covers a wide range of topics such as pollution, conservation efforts, renewable energy, wildlife preservation, and climate change. It often involves investigative reporting, where journalists uncover environmental abuses or report on policy failures, aiming to hold corporations, governments, or individuals accountable for environmental harm (Boykoff, 2008). It also plays a vital role in shaping public opinion and influencing policymaking by providing evidence-based narratives and highlighting the importance of environmental preservation for future generations.
In the modern age, environmental journalism is not only limited to traditional print media but extends to digital platforms, social media, and documentaries, where multimedia storytelling tools enhance the impact of the messages being conveyed (Bendell & Doyle, 2017).
Environmental journalism plays a crucial role in raising awareness about climate change by informing the public, shaping perceptions, and influencing policy. It involves the dissemination of information regarding environmental issues, including global warming, resource depletion, and pollution, through various media platforms such as print, radio, television, and digital outlets. This type of journalism not only highlights the science of climate change but also emphasizes its socio-economic, political, and ethical dimensions.
The role of environmental journalism in climate change awareness is critical in creating a sense of urgency among the public. By reporting on extreme weather events, rising sea levels, and other climate-related phenomena, environmental journalists can make abstract scientific concepts more relatable. According to Boykoff and Boykoff (2004), media coverage of climate change helps frame it as a pressing issue, encouraging the public to take action.
Furthermore, environmental journalism serves as a watchdog for government and corporate actions, holding them accountable for their roles in environmental degradation. Investigative reports on corporate pollution, deforestation, and unsustainable practices can lead to public outcry and prompt policy changes. This highlights the power of environmental journalism in influencing environmental governance and policy reforms.
In recent years, the rise of digital platforms and social media has amplified the reach of environmental journalism, allowing for more interactive and real-time engagement with audiences. This has created a broader avenue for environmental activists and journalists to mobilize public participation in climate action. Studies show that digital media campaigns, including those focusing on climate change, have been successful in raising awareness and promoting sustainability (Schäfer et al., 2017).
[bookmark: _Toc200961374]2.1.7	Effectiveness of Multimedia Journalism in Raising Awareness on Climate Change
Multimedia journalism has emerged as an influential tool in raising awareness about climate change, harnessing various media formats like text, video, graphics, and audio to engage and educate diverse audiences. Given the complexity and urgency of climate change, this approach offers a dynamic means of communication that not only informs but also motivates action.
One of the primary advantages of multimedia journalism is its ability to convey the gravity of climate change through powerful visuals and interactive content. Visual storytelling, such as video documentaries, photo essays, and interactive maps, has been shown to have a profound emotional impact, making abstract or distant issues more immediate and relatable. For instance, video content showing the effects of extreme weather events, such as hurricanes or wildfires, allows audiences to witness the real-time consequences of climate change, fostering a sense of urgency. A study by the Intergovernmental Panel on Climate Change (IPCC) (2021) highlights the importance of visual media in communicating the effects of global warming, noting that visuals are more likely to resonate with audiences and drive engagement compared to text-based content alone.
Interactive features such as infographics, virtual tours, and climate models also play a vital role in increasing audience engagement and understanding. These tools allow viewers to explore complex scientific data in an accessible manner. For example, interactive maps can demonstrate how rising sea levels affect coastal regions, or how deforestation impacts biodiversity. According to the Reuters Institute for the Study of Journalism (2020), the combination of visual content and interactivity makes multimedia journalism particularly effective in explaining the nuances of climate science, thereby increasing the likelihood that audiences will retain and act on the information presented.
Furthermore, the accessibility and widespread use of digital platforms enhance the reach and effectiveness of multimedia journalism. Social media, websites, and mobile apps allow content to be shared easily, amplifying its impact. Multimedia storytelling on platforms such as YouTube, Instagram, or Twitter facilitates the dissemination of climate change information to a global audience, including those who may not have traditional access to news outlets. This democratization of information ensures that climate change awareness is not restricted to certain geographic regions or socioeconomic groups but can be shared and discussed globally. This participatory nature of social media further encourages audience involvement, as people are more likely to engage with content they can comment on, share, and debate. As noted by the Reuters Institute (2020), user-generated content and interactive features on social media platforms are essential for fostering a sense of community and shared responsibility in addressing climate change.
Moreover, multimedia journalism's ability to incorporate expert opinions and interviews adds credibility and depth to climate change reporting. By interviewing climate scientists, activists, and policymakers, journalists can provide audiences with a more comprehensive understanding of the science behind climate change and the potential solutions. In addition, podcasts and live-streamed discussions have become popular formats for delivering in-depth information and real-time updates on climate-related issues. These formats allow experts to directly address public concerns, fostering a sense of trust and transparency.
A key aspect of multimedia journalism's effectiveness is its potential to inspire action. The emotional engagement created by compelling visuals, combined with clear calls to action, can motivate individuals to take steps toward addressing climate change, whether by reducing their carbon footprint, participating in climate marches, or advocating for policy changes. According to a report by the Yale Program on Climate Change Communication (2020), multimedia content that includes a sense of urgency and personal responsibility can spur behavioral changes and encourage civic participation in environmental causes.
The accessibility of multimedia journalism is also significant for its role in raising climate change awareness in developing regions. In areas where access to traditional news outlets is limited, mobile-friendly multimedia platforms enable individuals to stay informed about climate change and its local effects. This is particularly important given that climate change disproportionately affects vulnerable communities, such as those in low-income or developing nations.
[bookmark: _Toc200961375]2.1.8	Challenges of Multimedia Journalism in Raising Awareness on Climate Change 
Multimedia journalism plays a significant role in raising awareness about critical global issues such as climate change. Through the integration of text, images, video, and audio, it provides audiences with a more engaging and accessible way to understand the complexities of climate change. However, despite its potential, several challenges hinder the effectiveness of multimedia journalism in promoting climate change awareness.
One of the primary challenges faced by multimedia journalism in raising climate change awareness is the technological and infrastructure barriers, particularly in less-developed regions. Journalists need access to high-quality equipment, stable internet connections, and advanced software tools for multimedia content production and dissemination. In areas where such infrastructure is lacking, producing and distributing multimedia stories on climate change becomes a significant hurdle. For instance, rural areas in developing countries might not have access to high-speed internet, making it difficult to share high-definition videos or interactive graphics that explain climate change's effects. This technological divide can limit the reach of important climate change messages, restricting their impact on global awareness (Hansen, 2017).
The prevalence of misinformation and climate change denial on digital platforms also complicates the role of multimedia journalism. Despite scientific consensus on the reality of climate change, some online platforms are rife with misleading content that undermines the urgency of addressing the crisis. This is especially problematic in a multimedia context where videos, infographics, and other visual content can easily be manipulated. The spread of climate change misinformation, particularly through social media platforms like Facebook, YouTube, and Twitter, dilutes the message of credible journalism and confuses the public about the true nature of the issue (Boykoff & Boykoff, 2004). Journalists are tasked not only with producing compelling and informative multimedia content but also with combating the spread of misleading narratives that can hinder climate action.
Climate change is a multifaceted issue involving scientific, political, and economic dimensions. Communicating these complex issues in an engaging and understandable format is a significant challenge for multimedia journalists. While multimedia tools such as interactive graphics and videos can help break down complex scientific concepts, these tools can also oversimplify the issue, potentially leaving out crucial nuances. For instance, a video may effectively show the immediate impacts of climate change, such as rising sea levels, but it might not fully explain the underlying causes, such as the role of fossil fuels or deforestation. Striking a balance between simplicity and accuracy in multimedia content is essential but often difficult (Schäfer et al., 2014).
Another challenge is capturing and maintaining the audience's attention. With the increasing volume of content in the digital age, audiences are often overwhelmed by information, leading to disengagement. Climate change coverage, which is sometimes framed as an abstract or distant issue, may fail to capture the immediate attention of individuals who are more concerned with their daily lives. Multimedia journalists must find innovative ways to present climate change stories that are both relatable and compelling. For example, personal narratives, local case studies, or visual storytelling methods that highlight the human impact of climate change can help build a stronger emotional connection with the audience (González-González, 2020).
The financial challenges faced by media organizations also play a significant role in limiting the effectiveness of multimedia journalism in raising climate change awareness. Producing high-quality multimedia content is resource-intensive, requiring skilled professionals, technology, and time. Many media outlets, particularly in the digital space, face budget constraints that prioritize short-term or sensational stories over long-term, in-depth coverage of issues like climate change. As a result, climate change often receives inadequate attention compared to other news topics, despite its long-term implications for society and the planet (McNaughton, 2013).
[bookmark: _Toc200961376]2.2	THEORETICAL FRAMEWORK
The theoretical framework of this study is based on the principles of Agenda Setting Theory and Framing Theory.
[bookmark: _Toc200961377]2.2.1	Agenda Setting Theory
Agenda-setting theory, proposed by McCombs and Shaw (1972), explores how mass media influences public attention by prioritizing certain issues over others. The theory posits that while media may not dictate what audiences think, it significantly determines what they think about. This transfer of salience, or importance, from the media agenda to the public agenda, highlights the media's role in shaping societal discourse and public opinion.
The theory operates on two levels. The first level, or issue salience, focuses on the media's capacity to highlight specific topics, influencing their perceived importance among audiences. For instance, extensive media coverage of economic policies may lead the public to prioritize economic issues. The second level, known as attribute agenda-setting or framing, examines how media shape perceptions of these issues by emphasizing specific attributes or perspectives (Entman, 1993).
The key principles of agenda-setting theory include:
1. Issue Salience: Frequent and prominent coverage of an issue enhances its importance in the public mind (McCombs, 2004).
2. Priming: By emphasizing certain issues, media influence the criteria audiences use to evaluate political leaders and policies (Iyengar & Kinder, 1987).
3. Framing: Beyond issue salience, media affect public interpretation by presenting issues through specific narratives or perspectives (Goffman, 1974).
4. Intermedia Agenda-Setting: Larger media outlets often set the agenda for smaller or local media through their coverage choices (Reese & Danielian, 1989).
5. Audience Variability: Media influence differs based on audience characteristics, such as prior knowledge, relevance, and media exposure (McCombs & Valenzuela, 2021).
Agenda-setting theory remains relevant in analyzing how media shape public priorities, particularly in the digital age, where diverse media platforms amplify its principles (Wanta & Ghanem, 2007).
This theory is highly relevant to the impact of multimedia journalism in raising awareness about climate change in Kwara State.
Multimedia journalism, encompassing diverse formats such as text, audio, video, infographics, and interactive platforms, is a powerful tool for setting the public agenda. By prioritizing climate change stories, multimedia outlets can shape the importance the audience attaches to the issue. For instance, consistent coverage of climate change-related events like flooding, deforestation, or agricultural challenges in Kwara State can drive local communities to recognize these as urgent concerns requiring attention.
Through agenda-setting, multimedia journalism also influences policy discourse. When climate change becomes a prominent topic in the media, it pressures policymakers to address it within their governance frameworks. This is particularly important in Kwara State, where climate change has a direct impact on agriculture, economy, and livelihoods.
Furthermore, multimedia formats enhance the effectiveness of agenda-setting by presenting complex climate data in relatable and engaging ways. Infographics can simplify statistics about rising temperatures, while videos can document the human stories behind environmental degradation. These approaches not only inform but also evoke emotional responses, fostering a deeper connection to the issue.
In addition, multimedia platforms enable real-time interaction, allowing audiences to share opinions and amplify climate awareness. This participatory element reinforces the agenda-setting process, as the public’s engagement feeds back into media narratives.
In conclusion, agenda-setting theory underscores the critical role of multimedia journalism in directing public and policy focus toward climate change, empowering communities in Kwara State to take collective action against its challenges.
[bookmark: _Toc200961378]2.2.2	Framing Theory
Framing theory explains how media and communicators influence audience perception by shaping the context within which information is presented. The theory, rooted in sociology and communication studies, was introduced by Erving Goffman in Frame Analysis (1974), where he described frames as mental structures that shape how people understand and respond to reality. It is widely used to study media effects, policy communication, and social issues.
Framing involves selecting certain aspects of reality to highlight, while omitting others, thereby guiding audiences toward a specific interpretation. Media practitioners achieve this by emphasizing particular words, images, or perspectives. Entman (1993) refined the theory, noting that framing serves four functions: defining problems, diagnosing causes, making moral judgments, and suggesting remedies. This process can significantly affect public opinion, decision-making, and behavior.
The theory has been applied in various contexts, including political communication, advertising, and public health campaigns. For instance, Iyengar (1991) distinguished between episodic frames, which focus on specific events, and thematic frames, which provide broader context. This distinction demonstrates how framing can alter the way audiences assign responsibility for social issues.
Critics of framing theory argue that it underestimates audience agency, as individuals interpret frames based on their experiences and pre-existing beliefs. Additionally, the lack of a unified methodology for studying frames poses challenges for researchers (D’Angelo, 2002).
In contemporary communication, framing remains a powerful tool for understanding how media shape societal narratives. It highlights the responsibility of media practitioners to present balanced perspectives to avoid perpetuating biases or stereotypes.
In the context of multimedia journalism and climate change in Kwara State, framing theory is relevant because it underscores the power of storytelling, visuals, and narrative structures to impact how audiences perceive climate issues.
Multimedia journalism employs various formats such as text, videos, infographics, and animations to present climate-related content. By framing climate change as an urgent and relatable problem through these formats, journalists can effectively engage audiences, making the topic more comprehensible and impactful. For instance, a multimedia story that frames climate change as a localized issue affecting Kwara farmers due to erratic rainfall can resonate more with the audience than global statistics alone. This localized framing aligns with Gamson and Modigliani’s (1989) view that culturally resonant frames are more likely to influence public perception and policy advocacy.
Furthermore, framing theory helps explain the effectiveness of multimedia elements in creating emotional connections. Visual content, such as images of flooding in Ilorin or videos of community-led afforestation projects, evokes emotional responses that can drive awareness and action. Scholars argue that such frames not only educate but also mobilize communities to adopt sustainable practices and demand policy changes (Nisbet, 2009).
In Kwara State, the application of framing theory through multimedia journalism can amplify awareness, foster climate literacy, and inspire grassroots interventions. Journalists leveraging framing strategies can highlight local climate impacts, solutions, and success stories, ensuring that the climate narrative is accessible, urgent, and actionable for diverse audiences.
[bookmark: _Toc200961379]2.3	EMPIRICAL REVIEW
A study by Mezzadri et al. (2018) explored how multimedia journalism can amplify climate change awareness. The research emphasized that integrating images, videos, and infographics with textual content makes the message more accessible and engaging to the audience. By analyzing media coverage of climate-related issues, they found that multimedia formats can increase public understanding and encourage active engagement with climate policies.
According to Wilson and Perry (2017), online multimedia platforms like YouTube and Twitter play an essential role in climate change communication. They argue that the combination of visual elements with interactive features on these platforms has enabled more diverse audiences to engage with environmental issues. The study found that videos and podcasts provide more in-depth understanding and facilitate public discourse on climate action.

Krosnick et al. (2019) studied the influence of social media in spreading climate change awareness, noting the growing influence of multimedia tools like images and short videos. The study found that social media platforms like Facebook and Instagram have been instrumental in shaping public perception and encouraging social movements focused on climate action, particularly among younger demographics.
A research by Zhang and Yan (2020) found that multimedia journalism significantly influences public opinion, which in turn affects climate change policy. They demonstrated that incorporating visuals and interactive elements in climate change stories helps in making abstract concepts more tangible, prompting audiences to demand action from policymakers.
A study by Nock et al. (2021) investigated how multimedia journalism is used in educational settings to teach about climate change. The research found that multimedia resources, such as interactive maps and documentary videos, have been more effective than traditional text-based materials in educating students about the urgency of climate change.

.



[bookmark: _Toc200961380]CHAPTER THREE
[bookmark: _Toc200961381]RESEARCH METHODOLOGY
[bookmark: _Toc167826369][bookmark: _Toc200961382]3.1 	Introduction
This  chapter  deals  with  the  various  means  and  procedures  employed  in  the  process  of  data  and information  gathering.  The  study  is  carried  out  following  some  logical  steps  that  will  facilitate  the  achievement  of  the  research  goals  and  to  explain  the  methods  of  study  employed  in  this  research  work.  Furthermore,  the  plan,  structure  and  strategy  of  investigation  conceived  to  obtain  answer  to  the  research  questions are organized under the following headings: Research  design,  Target  population,  Sample size  and  Sampling  technique,  Instrumentation,  Validity and reliability, Sources of data, Method of analysis.
[bookmark: _Toc167826370][bookmark: _Toc200961383]3.2	Research Design
This study investigates the “impact of multimedia journalism in raising awareness on climate change in Kwara state. Base on the nature and scope of the study, the researcher adopted survey research method. Kerlinger & Lee (2010) asserted that survey method is one of the oldest research methods. According to W. K. Pertiwi (2016), this method is simply the process of collecting data from a population or a sample drawn from a population or with the purpose of investing relative incidence, occurrence or inter relationship among the variables of natural phenomenal.
[bookmark: _Toc167826371][bookmark: _Toc200961384]3.3 	 Population of the Study 
According  to  Adeleke  (2013),  population  is  the  aggregate  of  all  elements  defined  before  proper selection  of  the  sample  is  made. Wimmer and Dominick [2016] posited that population of a research study is a list of collection of subjects, objects, variables or concept in a defined environment which could be a group or class of variables, concept or phenomenal in a given study.
[bookmark: _Toc167826372][bookmark: _Toc167826373]The population of this study covers the residents of Ilorin metropolis, Kwara State. According to the Macrotrend data (released 2023), the metro area population of Ilorin in 2024 is projected to 1,064,000, being a 3.3% increase from 2023. Moreover, there are three major local government area in Ilorin (Ilorin-East, Ilorin-South and Ilorin-West). The target population of this study was limited to residents of Ilorin-East LGA, having 311,500 total population according to Citypopulation (2023).
[bookmark: _Toc200961385]3.4 	 Sample size and Sampling Technique
Sample size is the study of population from which necessary data for its conduct would be obtained. (Issa, 2012). It can be reemphasized that, to study the entire population may be cumbersome, time consuming and of course very costly, hence a sample takes a fair portion as representative of the entire population.  In  order  to determine  the  sample  size  for the  study,  the  researcher adopts Taro  Yamane method.  Taro Yamane formula is presented as follows:

Where;  
	n = Sample size	(x)
 	N = Entire population (311,500)
 	e = Margin error	 (0.1)
 	1 = Unit 		(constant) 

The sample size of this study is thus approximated to 200.
According to Mugenda and Mugenda (2003), sampling technique is the process of selecting a few cases in order to provide information that can be used to make judgment about a much larger number of cases. This simply means that while sample is the number of respondents that will be selected to represent the entire population of study, sampling simply refers to the selection process of the respondents (Denscombe, 2013).
In light of this, multi-stage sampling technique was adopted for this study. Multistage sampling is a sampling method that divides the population into groups (or clusters) for conducting research (Mill 2014). It is a complex form of cluster sampling, sometimes, also known as multistage cluster sampling. During this sampling method, significant clusters of the selected people are split into sub-groups at various stages to make it simpler for primary data collection.
At the first stage of sampling, simple random technique was adopted. It is a type of probability sampling in which the researcher randomly selects a subset of participants from a population. Using this technique, the researcher picked three wards at random. Hence, Zango, Gambari I and Oke-ose wards were picked.
At the second stage, convenient sampling technique was employed. Convenient sampling technique is a form of non-probability sampling method where units are selected for inclusion in the sample because they are the easiest for the researcher to access. Using this technique, questionnaire was administered to respondents who are mostly accessible to the researcher in the above-stated wards.
[bookmark: _Toc200961386]3.5 	 Research Instrument 
Questionnaire was used as the research instrument and primary source of data collection. Saul Mcleod (2015) defined questionnaire as a research instrument consisting series of questions for the purpose of gathering data from respondents. The questionnaire was divided into two (2) parts. Part A will conceptualized on introduction and demographic profile of the respondents while part B contains items designed to obtain data on the research topic. 
[bookmark: _Toc167826374][bookmark: _Toc200961387]3.6 	 Validity and Reliability of the instrument 
In order to ensure that relevant items were included in the questionnaires, relevant literatures were consulted before the questionnaire was drafted. Expert validity method was adopted hence, a constructed questionnaire draft was given to the project supervisor for scrutiny. A pre-test method was employed. In lieu of this, few copies of the questionnaire were used to pilot-test the reliability of the instrument. This was essential to ensure that data collected through the instrument can stand the test of time.
[bookmark: _Toc167826375][bookmark: _Toc200961388]3.7 	 Method of Administration of Instrument and Data Collection 
The measuring instrument used in collecting  data  was questionnaire.  However, the instrument was administered to respondents at their various locations. The Researcher ensured that all questions contained in the questionnaire were attempted by the respondents. More so, the questionnaire copies were retrieved within 12-hours. This was to ensure adequate monitoring of data collection. More so, the researcher ensured that a respondent attempt not more than one questionnaire in order the safeguard the quality of data collection.
[bookmark: _Toc167826376][bookmark: _Toc200961389]3.8 	 Method of Data Analysis 
The purpose of collecting data is to solve the problems at hands. Data collection involves presenting to a target audience the question either through personal or by questionnaire and recording responses. In context of this study, the data collected through the questionnaire were analyzed using descriptive statistics such as simple percentage, table, and cross tabulation. This according to Dew J. (2014) is one of the most adopted means of data analysis employed by many social science researchers.


[bookmark: _Toc200961390]CHAPTER FOUR
[bookmark: _Toc200961391]DATA PRESENTATION, ANALYSIS AND DISCUSSION
[bookmark: _Toc200961392]4.1	INTRODUCTION
This chapter is based on the presentation of data and analysis of the result obtained from respondents during field survey on the topic: “audience perception on the use of Tiktok application and its effect on students learning behaviour”. A total of 200 questionnaires were administered students of Kwara State Polytechnic, Ilorin via online through the instrumentation of google form (e-questionnaire). The data obtained in the field survey were thus presented and analyzed in this chapter using chi-square (x2) method.
Summary of Data Analysis
	Sample
Size
	Administered Questionnaire
	Returned Questionnaire
	Missing Questionnaire
	Analyzed Questionnaire

	200
	200
	200
	0
	200



[bookmark: _Toc200961393]4.2	DATA PRESENTATION AND ANALYSIS
[bookmark: _Toc200961394]4.2.1	Data Presentation and Analysis of Respondents’ Demographic
[bookmark: _Toc200961395]Table 1: Gender of Respondents
	Options
	Frequency
	Percentage (%)

	Male
	76
	38%

	Female
	124
	62%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: The data in Table 1 reveals the gender distribution of the respondents, with 76 males representing 38% and 124 females making up 62% of the total 200 participants. This indicates a higher representation of female respondents in the study. The predominance of female participants suggests that women were either more accessible, more interested, or more involved in the subject matter of the research. This imbalance in gender representation could have implications on the study's outcomes, especially if gender plays a critical role in the perceptions or behaviors being examined. Therefore, the higher female response rate should be considered when analyzing and generalizing the findings.
[bookmark: _Toc200961396]Table 2: Age of Respondents
	Options
	Frequency
	Percentage (%)

	18-25
	72
	36%

	26-35
	102
	51%

	36-50
	38
	19%

	51 or above
	0
	0%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 2 presents the age distribution of the respondents, showing that the majority fall within the 26–35 age range, accounting for 102 individuals or 51% of the total sample. This is followed by those aged 18–25, who make up 36% (72 respondents), while a smaller portion, 19% (38 respondents), fall within the 36–50 age category. Notably, no respondent was aged 51 or above. This distribution suggests that the study predominantly engaged young adults and individuals in their early middle age, with the absence of older participants possibly indicating limited access, interest, or relevance of the research topic to that demographic. The concentration of responses among the 18–35 age group may significantly shape the findings, reflecting perspectives and experiences more aligned with younger populations.
[bookmark: _Toc200961397]Table 3: Marital Status of Respondents
	Options
	Frequency
	Percentage (%)

	Single
	108
	64%

	Married
	72
	36%

	Others
	0
	0%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 3 shows the marital status distribution of the respondents, with the majority being single, totaling 108 individuals or 64% of the sample. Married respondents make up 72 individuals, representing 36%, while no respondent identified with the “Others” category. This indicates that the study largely reflects the views and experiences of single individuals, which may influence the interpretation of findings, particularly if marital status affects perceptions, attitudes, or behaviors related to the research topic. The absence of respondents in the “Others” category suggests a limited diversity in relationship status among participants.
[bookmark: _Toc200961398]Table 4: Educational Background of Respondents
	Options
	Frequency
	Percentage (%)

	SSCE
	12
	6%

	ND/NCE
	100
	50%

	HND/Degree
	78
	39%

	M.sc & above
	14
	7%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 4 presents the educational background of the respondents, indicating that the majority, 100 individuals or 50%, possess either a National Diploma (ND) or Nigeria Certificate in Education (NCE). This is followed by 78 respondents (39%) who hold a Higher National Diploma (HND) or a university degree. A smaller portion, 14 respondents (7%), have attained postgraduate education (M.Sc and above), while only 12 individuals (6%) have secondary school education (SSCE) as their highest qualification. This distribution suggests that the respondents are generally well-educated, with a significant concentration at the tertiary education level. The dominance of diploma and degree holders implies that the study’s findings are largely shaped by individuals with formal post-secondary education, which may influence their awareness, opinions, or attitudes toward the subject matter.
[bookmark: _Toc200961399]Table 5: Occupation of Respondents
	Options
	Frequency
	Percentage (%)

	Student
	120
	60%

	Civil servant
	52
	26%

	Self-employed
	28
	14%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 5 illustrates the occupational distribution of respondents, showing that a majority, 120 individuals or 60%, are students. Civil servants make up 52 respondents, accounting for 26%, while the remaining 28 respondents, representing 14%, are self-employed. This indicates that the study is predominantly influenced by the views of students, which may reflect youthful perspectives and academic-related experiences. The presence of civil servants and self-employed individuals adds some diversity, but the dominance of student respondents suggests that the overall findings may be more representative of the younger, possibly more digitally engaged or academically oriented demographic.
[bookmark: _Toc200961400]4.2.2	Data Presentation and Analysis of Items in the Research Instrument
[bookmark: _Toc200961401]Table 6: Are you aware of the concept of climate change?
	Options
	Frequency
	Percentage (%)

	Yes
	164
	82%

	No
	36
	18%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 7 shows the respondents' awareness of the concept of climate change, with 164 individuals, accounting for 82%, affirming their awareness, while 36 respondents, representing 18%, indicated they are not aware. This high level of awareness suggests that climate change is a familiar and recognized issue among the majority of the participants. The data reflects a generally informed population, which could be attributed to access to education, media, or environmental advocacy. However, the 18% who are unaware highlight the need for continued awareness campaigns to ensure a broader understanding of climate change and its implications across all segments of the population.
[bookmark: _Toc200961402]Table 7: How did you first learn about climate change?
	Options
	Frequency
	Percentage (%)

	Television
	48
	24%

	Radio
	50
	25%

	Social media
	86
	43%

	Newspaper/Magazine
	16
	8%

	Friends/Family
	0
	0%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 8 highlights the sources through which respondents first learned about climate change. The majority, 86 individuals or 43%, reported learning about it through social media, followed by radio with 50 respondents (25%) and television with 48 respondents (24%). A smaller portion, 16 respondents (8%), indicated newspapers or magazines as their initial source, while none cited friends or family. This data underscores the growing influence of digital platforms, particularly social media, as a primary channel for environmental awareness. Traditional media like radio and television still play significant roles, but the absence of interpersonal sources such as friends or family suggests that formal and mass communication channels remain the dominant sources of climate change information.
[bookmark: _Toc200961403]Table 8: How often do you encounter climate change content on multimedia platforms?
	Options
	Frequency
	Percentage (%)

	Daily
	72
	36%

	Weekly
	28
	14%

	Monthly
	22
	11%

	Rarely
	67
	37%

	Never
	4
	2%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 9 presents the frequency with which respondents encounter climate change content on multimedia platforms. A significant portion, 72 respondents (36%), reported encountering such content daily, while 67 respondents (37%) said they rarely do. Additionally, 28 individuals (14%) come across climate change content weekly, 22 (11%) monthly, and a small minority of 4 respondents (2%) have never encountered it. This distribution indicates a mixed level of exposure, with a considerable number engaging with climate change content regularly, particularly on a daily basis. However, the relatively high percentage of those who rarely or only occasionally encounter such content suggests that while multimedia platforms are a key source of environmental information, the consistency and reach of climate-related messaging may still be insufficient or not uniformly targeted.
[bookmark: _Toc200961404]Table 9: What is your primary challenge in accessing climate change information via multimedia platforms?
	Options
	Frequency
	Percentage (%)

	High cost of data
	106
	53%

	Lack of interest
	42
	21%

	Unavailability of reliable content
	20
	10%

	Language barrier
	32
	16

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 10 outlines the primary challenges respondents face when accessing climate change information via multimedia platforms. The most common challenge, reported by 106 respondents (53%), is the high cost of data, which could limit regular access to online content. Lack of interest is the second most significant challenge, with 42 respondents (21%) indicating that they are not particularly interested in climate change information. Language barriers were reported by 32 individuals (16%), suggesting that language may be a barrier for some in fully understanding or engaging with available content. Finally, 20 respondents (10%) cited the unavailability of reliable content as an issue, highlighting concerns about the quality and trustworthiness of the information. These challenges suggest that while there is widespread access to multimedia platforms, factors such as cost, interest, language, and content reliability could hinder effective engagement with climate change information.


[bookmark: _Toc200961405]Table 10: Multimedia journalism provides timely information on climate change issues.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	16
	8%

	Agree
	12
	6%

	Undecided
	30
	15%

	Disagree
	118
	59%

	Strongly disagree
	24
	12%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 11 presents respondents' opinions on whether multimedia journalism provides timely information on climate change issues. A majority, 118 respondents (59%), disagreed with the statement, indicating that they do not believe multimedia journalism is effective in providing timely information on climate change. Additionally, 24 respondents (12%) strongly disagreed. In contrast, a smaller number, 16 respondents (8%), strongly agreed, and 12 (6%) agreed that multimedia journalism provides timely information. 30 respondents (15%) were undecided on the matter. The data suggests a general dissatisfaction with the timeliness of climate change information in multimedia journalism, pointing to potential gaps in how quickly and efficiently climate-related content is delivered to the public through media channels.
[bookmark: _Toc200961406]Table 11: Multimedia platforms (TV, radio, and online media) educate the public about the causes of climate change.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	12
	6%

	Agree
	14
	7%

	Undecided
	40
	20%

	Disagree
	112
	56%

	Strongly disagree
	24
	12%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 12 shows respondents' views on whether multimedia platforms (TV, radio, and online media) educate the public about the causes of climate change. The majority, 112 respondents (56%), disagreed with the statement, suggesting they do not believe these platforms are effectively educating the public on the causes of climate change. An additional 24 respondents (12%) strongly disagreed. Only 12 respondents (6%) strongly agreed, and 14 (7%) agreed, indicating a low level of confidence in the educational role of multimedia platforms in addressing the causes of climate change. A notable 40 respondents (20%) were undecided, which may indicate some uncertainty or a lack of clear understanding of the media's role in climate change education. Overall, the data suggests that respondents perceive multimedia platforms as insufficient in raising awareness about the causes of climate change.
[bookmark: _Toc200961407]Table 12: Multimedia journalism simplifies complex climate change concepts for better understanding.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	14
	7%

	Agree
	16
	8%

	Undecided
	28
	19%

	Disagree
	114
	57%

	Strongly disagree
	20
	10%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 13 presents respondents' opinions on whether multimedia journalism simplifies complex climate change concepts for better understanding. A significant majority, 114 respondents (57%), disagreed with the statement, indicating that they do not believe multimedia journalism is effective in simplifying complex climate change concepts. Additionally, 20 respondents (10%) strongly disagreed. Only 14 respondents (7%) strongly agreed, and 16 (8%) agreed, suggesting a low level of satisfaction with how well multimedia journalism simplifies climate change topics. A moderate portion, 28 respondents (19%), were undecided, indicating some uncertainty or lack of clarity regarding this issue. Overall, the data suggests that respondents perceive multimedia journalism as lacking in its ability to simplify complex climate change concepts for the general public.
[bookmark: _Toc200961408]Table 13: Multimedia content motivates people to take action against climate change.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	14
	7%

	Agree
	30
	15%

	Undecided
	42
	21%

	Disagree
	110
	55%

	Strongly disagree
	4
	2%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 14 shows respondents' views on whether multimedia content motivates people to take action against climate change. The majority, 110 respondents (55%), disagreed with the statement, indicating that they do not believe multimedia content effectively motivates action on climate change. Additionally, 4 respondents (2%) strongly disagreed. A smaller portion, 30 respondents (15%), agreed that multimedia content motivates action, while 14 (7%) strongly agreed. A significant 42 respondents (21%) were undecided, suggesting some uncertainty or lack of clear perspective on the effectiveness of multimedia content in prompting action. Overall, the data suggests that multimedia content is generally perceived as ineffective in motivating people to take action against climate change, with many respondents expressing doubt about its impact.
[bookmark: _Toc200961409]Table 14: I rely on multimedia journalism as my primary source of information on climate change.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	12
	6%

	Agree
	12
	6%

	Undecided
	36
	18%

	Disagree
	128
	64%

	Strongly disagree
	14
	7%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 15 presents respondents' reliance on multimedia journalism as their primary source of information on climate change. A majority, 128 respondents (64%), disagreed with the statement, suggesting that they do not consider multimedia journalism their main source of climate change information. Additionally, 14 respondents (7%) strongly disagreed. Only 12 respondents (6%) strongly agreed, and another 12 (6%) agreed, indicating a low level of reliance on multimedia journalism for climate change information. A portion, 36 respondents (18%), were undecided, possibly reflecting some uncertainty or mixed feelings about the role of multimedia journalism in providing climate-related information. Overall, the data shows that most respondents do not view multimedia journalism as their primary source of information on climate change.
[bookmark: _Toc200961410]Table 15: Multimedia journalism effectively highlights the consequences of ignoring climate change.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	20
	10%

	Agree
	140
	70%

	Undecided
	34
	17%

	Disagree
	0
	0%

	Strongly disagree
	6
	3%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 16 illustrates respondents' views on whether multimedia journalism effectively highlights the consequences of ignoring climate change. A significant majority, 140 respondents (70%), agreed with the statement, indicating that they believe multimedia journalism effectively communicates the consequences of neglecting climate change. Additionally, 20 respondents (10%) strongly agreed. Only a small number, 6 respondents (3%), strongly disagreed, and none disagreed, showing a strong consensus that multimedia journalism successfully conveys the urgency and impact of ignoring climate change. A smaller portion, 34 respondents (17%), were undecided, reflecting some uncertainty or mixed feelings on this issue. Overall, the data suggests that multimedia journalism is generally perceived as effective in highlighting the serious consequences of climate change.
[bookmark: _Toc200961411]Table 16: Multimedia platforms advocate for eco-friendly practices and policies.
	Options
	Frequency
	Percentage (%)

	Strongly agree
	14
	7%

	Agree
	134
	67%

	Undecided
	34
	17%

	Disagree
	18
	9%

	Strongly disagree
	0
	0%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 17 presents respondents' views on whether multimedia platforms advocate for eco-friendly practices and policies. A strong majority, 134 respondents (67%), agreed that multimedia platforms advocate for eco-friendly practices and policies, while 14 respondents (7%) strongly agreed. A smaller portion, 18 respondents (9%), disagreed, and no respondents strongly disagreed. Additionally, 34 respondents (17%) were undecided, suggesting some uncertainty or ambivalence regarding the advocacy role of multimedia platforms. Overall, the data indicates that multimedia platforms are largely perceived as promoting eco-friendly practices and policies, with a significant portion of respondents recognizing their positive influence in this area.
[bookmark: _Toc200961412]Table 17: Multimedia content has increased my knowledge about climate adaptation strategies
	Options
	Frequency
	Percentage (%)

	Strongly agree
	16
	8%

	Agree
	134
	67%

	Undecided
	26
	13%

	Disagree
	6
	3%

	Strongly disagree
	18
	9%

	Total
	200
	100%


Source: Field Survey, 2025
Analysis: Table 18 reveals respondents' opinions on whether multimedia content has increased their knowledge about climate adaptation strategies. A substantial majority, 134 respondents (67%), agreed that multimedia content has enhanced their knowledge in this area, while 16 respondents (8%) strongly agreed. A smaller group, 26 respondents (13%), were undecided, suggesting some uncertainty or mixed opinions on the matter. Only 6 respondents (3%) disagreed, and 18 respondents (9%) strongly disagreed, indicating a relatively low level of dissatisfaction with the information available. Overall, the data suggests that multimedia content plays a significant role in improving knowledge about climate adaptation strategies for most respondents, with a high level of agreement on its effectiveness.
[bookmark: _Toc200961413]4.3	ANALYSIS OF RESEARCH QUESTIONS
Research Question One: What is the level of public awareness of climate change issues in Kwara State?
The data in Table 7 shows that a significant 82% of respondents are aware of the concept of climate change, indicating that public awareness in Kwara State is quite high. This level of awareness is a positive indication of the effectiveness of ongoing campaigns, education, and media outreach programs. However, there is still a gap with 18% of respondents who are not aware of climate change. This highlights the need for further educational initiatives targeted at these individuals to bridge the knowledge gap, especially for those who may not have access to the more commonly used platforms like television, radio, or social media.
Table 8 sheds light on how the public first learned about climate change, revealing that 43% of respondents discovered it via social media, followed by 25% through radio and 24% through television. Newspapers/magazines contributed a small portion of the information sources at 8%. This data suggests that media, particularly digital platforms, play a pivotal role in spreading climate change awareness. The high usage of social media points to its growing influence, and it may be a vital channel for reaching younger, tech-savvy demographics in the region.


Research Question Two: What is the role of multimedia journalism in disseminating information about climate change in Kwara State?
The role of multimedia journalism is substantial in disseminating climate change information, as reflected in the responses from Table 6 and Table 8. A large portion of respondents (93%) have access to multimedia platforms, which are crucial sources for climate change information. Social media, in particular, emerges as a key player, with 43% of the respondents first encountering climate change content via this channel. Traditional media such as radio (25%) and television (24%) continue to serve important roles, especially among older demographics who might prefer these more established media platforms.
However, the effectiveness of multimedia journalism in providing timely, reliable, and engaging content is under scrutiny. Table 11 and Table 12 show a gap in the perceived effectiveness of multimedia platforms in delivering timely and educational climate change information. In Table 11, 59% of respondents disagreed that multimedia journalism provides timely information on climate change, while 56% in Table 12 disagreed that multimedia platforms educate the public on the causes of climate change. These results suggest that while multimedia platforms are widely accessible, there may be challenges in ensuring that the content is consistently informative, timely, and well-structured.
Research Question Three: How effective is multimedia journalism in influencing public perceptions and attitudes toward climate change in Kwara State?
The effectiveness of multimedia journalism in changing attitudes toward climate change in Kwara State appears to be limited. Table 14 reveals that 55% of respondents disagreed with the statement that multimedia content motivates people to take action against climate change. This suggests a disconnection between awareness and action. While people may be exposed to climate-related content, it does not appear to significantly influence their attitudes or behaviors, which is a key objective for multimedia journalism. A possible explanation for this could be the lack of emotionally compelling narratives or the failure to personalize the climate change message to resonate with local communities' experiences.
Table 16 shows that 70% of respondents agree that multimedia journalism highlights the consequences of ignoring climate change, indicating that the platforms succeed in raising awareness about the potential risks. However, despite this awareness, the gap between knowledge and action remains a significant challenge. Furthermore, Table 13 reveals that a large percentage (57%) disagreed that multimedia journalism simplifies complex climate change concepts. This indicates that the information may not be accessible or easy to comprehend for all audience segments, further hindering the ability of multimedia journalism to influence public attitudes effectively.
Research Question Four: What are the challenges faced by multimedia journalists in creating and sharing climate-related content in Kwara State?
The data highlights several challenges that multimedia journalists face in Kwara State. A key issue is the high cost of data (53%) as shown in Table 10. Despite the wide availability of multimedia platforms, the high cost of data is a significant barrier that limits many respondents' access to climate change content. This issue is especially pronounced for individuals from lower-income groups, limiting the reach of climate change content and preventing it from having a wider impact.
Language barriers (16%) also present a challenge. Given the diversity of languages spoken in Kwara State, multimedia journalists need to consider the local languages and dialects when producing climate-related content. The absence of content in local languages may further alienate a portion of the population who may not be proficient in the dominant languages used in mainstream media, particularly in urban centers.


Additionally, unavailability of reliable content (10%) poses a significant challenge. This finding, along with the relatively low percentage of respondents who strongly agreed that multimedia journalism simplifies climate change concepts (7% in Table 13), suggests that the content being presented may not be sufficiently reliable, accessible, or comprehensive. This underscores the need for more accurate and contextually relevant content that resonates with the audience's immediate concerns.
Table 17 highlights that multimedia platforms are seen as important advocates for eco-friendly practices, with 67% of respondents agreeing that multimedia platforms promote eco-friendly practices and policies. This indicates that although multimedia platforms may not be fully successful in motivating personal action, they are still able to advocate for systemic change and promote eco-friendly behaviors, possibly through policy recommendations, sustainable practices, and environmental campaigns.
[bookmark: _Toc200961414]4.4	DISCUSSION OF FINDINGS
The results indicate that the level of public awareness of climate change in Kwara State is relatively high, with 82% of respondents reporting awareness of the concept of climate change (Table 7). This suggests that climate change as an issue has gained prominence among the public, likely due to the efforts of both governmental and non-governmental organizations, alongside the extensive media coverage provided by multimedia platforms. The large proportion of respondents who learned about climate change via social media (43%) reflects the growing role of digital platforms in disseminating environmental content, particularly among younger generations.
However, the fact that 18% of respondents were unaware of climate change indicates that there are still gaps in reaching certain segments of the population. This could be due to factors such as limited access to media, low engagement with digital platforms, or insufficient local-level outreach programs. This gap calls for targeted awareness campaigns, particularly for those who are less engaged with media or may live in more rural parts of Kwara State where media penetration might be lower.
Multimedia journalism plays a significant role in the dissemination of climate change information. 93% of respondents have access to multimedia platforms, with the majority relying on digital channels, such as social media, television, and radio, to consume content. The high level of access to multimedia platforms (Table 6) means that these platforms are well-positioned to inform the public about environmental issues.
Despite this access, the effectiveness of multimedia journalism in providing timely and educational content about climate change is questioned. According to the survey, 59% of respondents disagreed with the statement that multimedia journalism provides timely information on climate change (Table 11), and 56% disagreed that multimedia platforms adequately educate the public about the causes of climate change (Table 12). This points to a disconnect between media availability and the quality or impact of the content. The failure to consistently provide reliable, accurate, and timely content may be a result of underfunded environmental journalism initiatives, lack of expertise, or a shortage of compelling, localized content.
Although multimedia journalism is successful in raising awareness about climate change, its effectiveness in shaping public attitudes and behaviors toward climate change appears to be limited. A large proportion of respondents, 55%, disagreed that multimedia content motivates people to take action against climate change (Table 14). This suggests that while people may be aware of climate change and its impacts, they may not be compelled to alter their behaviors or engage in climate-friendly actions as a result of media exposure. This gap highlights a critical challenge: the ability of climate change media to move from raising awareness to stimulating actual behavior change.
The gap between knowledge and action may be attributed to the nature of the content presented. Respondents' dissatisfaction with multimedia content's ability to simplify complex climate change concepts (57% disagreed in Table 13) could indicate that the information is often too technical or abstract for the average person to understand and act upon. Simplified, actionable, and contextually relevant messages could be more effective in transforming awareness into practical climate action.
Several challenges emerge in the process of creating and disseminating climate-related content. The survey reveals that the high cost of data is the primary challenge in accessing multimedia content on climate change, with 53% of respondents citing it as a barrier (Table 10). This is especially problematic for low-income individuals or those in rural areas, where access to affordable internet services is often limited. As the majority of respondents reported using social media and online platforms to engage with climate content, addressing the cost of data could significantly improve access to climate-related information.
Language barriers (16%) and the unavailability of reliable content (10%) are also significant challenges. The lack of content in local languages can alienate a portion of the population that may not be fluent in the dominant languages of communication, such as English or Yoruba. Moreover, the perception that multimedia content is not always reliable or accessible (10%) suggests a need for higher standards of content creation, including fact-checking, peer review, and the involvement of experts in the field of environmental science.
Despite challenges in motivating action, multimedia journalism appears to be effective in advocating for eco-friendly practices. A large majority of respondents (67%) agreed that multimedia platforms advocate for eco-friendly practices and policies (Table 17). This reflects the role that media plays in promoting sustainable policies and practices, potentially influencing government and institutional decisions. However, as the data suggests, these efforts may not always translate into individual action, which suggests a need for more targeted campaigns that directly address behavioral change.
The findings also suggest that multimedia platforms have been effective in increasing knowledge about climate adaptation strategies. 67% of respondents agreed that multimedia content had increased their knowledge of these strategies (Table 18). This indicates that multimedia platforms are successful in informing the public about how to adapt to the effects of climate change. However, the challenge remains to make this information more practical, locally relevant, and actionable for individuals, especially in communities that may already be feeling the direct impacts of climate change.


[bookmark: _Toc200961415]CHAPTER FIVE
[bookmark: _Toc200961416]SUMMARY, CONCLUSION AND RECOMMENDATIONS
[bookmark: _Toc200961417]5.1	SUMMARY
This study explores the role of multimedia journalism in raising awareness and disseminating information about climate change in Kwara State, Nigeria. It focuses on how multimedia platforms, including television, radio, and social media, contribute to the public’s understanding of climate change, the challenges faced by journalists in creating and sharing content, and the overall impact of multimedia content on public perceptions and behavior. The research is based on data collected through a field survey, with a total of 200 respondents from various demographics in Kwara State.
Chapter one introduces the study by providing background information on the global and local significance of climate change. It discusses the importance of climate change awareness and the role of multimedia journalism in educating the public. The chapter outlines the research problem, objectives, and questions guiding the study. Additionally, the chapter defines key concepts such as multimedia journalism, climate change, and awareness, and provides a brief overview of the study’s methodology.
Chapter two reviews existing literature on the relationship between multimedia journalism and climate change awareness. It covers previous studies on the role of media in environmental education, the impact of multimedia platforms on public behavior, and the challenges of disseminating accurate climate information. The chapter also explores various communication theories, such as the Agenda Setting Theory and Framing Theory that inform the study’s analysis of how audiences interact with climate change content. The literature review sets the theoretical foundation for understanding how multimedia journalism influences perceptions and behaviors regarding climate change.
Chapter three describes the research design and methodology employed in the study. It outlines the use of a quantitative research approach, with a survey as the primary data collection tool. The chapter details the sampling technique, the characteristics of the survey respondents, and the structure of the questionnaire used in the survey. It also discusses the methods of data analysis and how the findings were interpreted. The limitations of the study, including possible biases in respondent selection and data interpretation, are also addressed.
Chapter four presents the results of the survey, organized into tables and analyzed in relation to the research questions. The chapter begins with demographic information about the respondents, such as gender, age, marital status, educational background, and occupation. It then discusses the key findings related to the level of public awareness of climate change, the role of multimedia journalism in disseminating climate information, the effectiveness of multimedia platforms in influencing public attitudes, and the challenges faced by journalists. The data is analyzed using descriptive statistics, providing a clear picture of how multimedia journalism is perceived and its impact on climate change awareness in Kwara State.
Chapter Five, discussed the summary of the whole project, summarized its major findings, the conclusion and the researcher’s recommendations to different stakeholders as regard the phenomenon understudy. Finally, the study suggested areas for further research and learning modules in different academic disciplines.
Summary of Key Findings:
i. A significant majority of respondents (82%) are aware of climate change, indicating a high level of public awareness. This aligns with the Agenda Setting Theory, which suggests that media has succeeded in prioritizing climate change as a key issue in the public's consciousness.
ii. Social media emerged as the primary source of climate change information, with 43% of respondents learning about climate change through this platform. This highlights the influence of multimedia journalism, particularly online media, in shaping public awareness of environmental issues.
iii. Over half of the respondents (53%) identified high data costs as a major barrier to accessing climate change information. This challenge is compounded by the fact that some respondents also struggle with a lack of reliable content and language barriers, further hindering the effective dissemination of information.
iv. A large proportion of respondents (57%) disagreed with the statement that multimedia journalism simplifies complex climate change concepts for better understanding. This suggests that the framing of climate change in media often lacks clarity and accessibility, making it difficult for the public to fully comprehend and engage with the issue.
v. Multimedia journalism was perceived to be effective in highlighting the consequences of ignoring climate change, with 80% of respondents agreeing that the media emphasizes the negative impacts of climate change. This suggests that when framed properly, the media can have a strong influence on shaping public understanding of the urgency of addressing climate change.
vi. The findings from the survey suggest that while media has successfully set the agenda for climate change awareness, the effectiveness of its framing in simplifying the issue and motivating action remains a concern. The complexity of climate change content and its framing need to be rethought to better engage the public and prompt action.
[bookmark: _Toc200961418]5.2	CONCLUSION
The study assessed the influence of multimedia journalism in raising awareness and shaping public perceptions about climate change in Kwara State, using data collected from 200 respondents. Drawing on Agenda Setting and Framing theories, the study examined the extent to which multimedia platforms prioritize climate issues and frame them in ways that influence knowledge, attitudes, and behaviors.
From the analysis, it is evident that public awareness of climate change in Kwara State is relatively high, with 82% of respondents confirming awareness. This reflects the successful agenda-setting function of the media in placing climate change on the public discourse. Furthermore, social media emerged as the dominant platform through which most respondents first learned about climate change (43%), underscoring the growing reliance on digital media for environmental information.
However, despite this high level of awareness, the framing of climate change content across multimedia platforms appears to be inadequate in motivating positive action. A significant proportion of respondents expressed disagreement with statements suggesting that multimedia journalism simplifies complex climate concepts or motivates them to act. For instance, 57% disagreed that multimedia helps simplify climate information, and 55% disagreed that it motivates climate action. This highlights a gap in how climate issues are framed suggesting that while the media has successfully set the agenda, the framing strategies lack clarity, engagement, and persuasion.
Additionally, respondents identified several barriers to accessing climate change content, including the high cost of internet data (53%), lack of interest (21%), and language barriers (16%). These challenges hinder the effectiveness of multimedia journalism in educating and engaging the public on climate issues. Nevertheless, there were positive perceptions regarding the role of media in emphasizing the consequences of climate change (with 80% agreement) and advocating for eco-friendly practices (74%). These findings suggest that when properly framed, multimedia journalism can influence public understanding and encourage environmentally conscious attitudes.
In conclusion, while multimedia journalism plays an essential role in raising climate change awareness in Kwara State, its overall effectiveness is limited by content accessibility, engagement style, and audience comprehension. To enhance its impact, media organizations must adopt more relatable and action-oriented framing strategies, address technological and economic barriers, and tailor messages that resonate with diverse audiences.
[bookmark: _Toc200961419]5.3	RECOMMENDATIONS
Based on the findings of this study on the role of multimedia journalism in raising public awareness of climate change in Kwara State, Nigeria, the following recommendations are proposed:
i. Media houses should adopt audience-friendly language and relatable narratives that demystify scientific terms, making the subject accessible to all education levels.
ii. Media organizations should prioritize the use of low-data channels such as community radio and explore partnerships that offer subsidized access to digital environmental content.
iii. Training programs will empower media practitioners to understand climate science, use accurate data, and creatively convey it in ways that stimulate interest and understanding among the public.
iv. By integrating call-in segments, social media interaction, and community voices, multimedia platforms can deepen public involvement and collective action on climate issues.
v. Local languages and culturally relevant content should be incorporated into climate change journalism. Doing so will bridge communication gaps, especially in rural areas, and ensure inclusiveness in environmental awareness campaigns.
vi.  Media outlets should embrace their agenda-setting role by giving sustained prominence to climate change issues. Regular programming and targeted campaigns will maintain public attention and foster a culture of environmental responsibility across Kwara State.
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QUESTIONNAIRE
SECTION A:
Demographic of Respondents
1. Gender: (a) Male [  ]   (b) Female [  ]
2. Age: (a) 18-25 [  ]   (b) 26-35 [  ]   (c)36-50  [  ]   (d) 51 & Above [  ]
3. Marital Status: (a) Single [   ]     (b) Married [  ]    (c) Divorce [  ]
4. Education: (a) O’level [  ]  (b) NCE/ND [  ]  (c) HND/B.sc [  ] (d) Master  &Above [  ]
5. Occupation: (a) Student [  ]    (b) Civil Servant [  ]    (c) Self-employed [  ]
SECTION B:
Questions on Familiarity of Respondents Multimedia and Climate Change
1. Are you aware of the concept of climate change? (a) Yes [  ] (b) No [  ]
2. How did you first learn about climate change? (a) Television [  ]  (b) Radio [  ]  (c) Social media [  ]  (d) Newspaper/Magazine [  ]  (e) Friends/Relatives [  ]
3. How often do you encounter climate change content on multimedia platforms? (a) Daily []  (b) Weekly [  ]  (c) Monthly [  ]  (d) Rarely [  ] (e) Never [  ]
4. What is your primary challenge in accessing climate change information via multimedia platforms? (a) High data cost [  ] (b) Lack of interest [  ]  (c) Unavailability of reliable content [  ]  (d) Language barriers [  ]
SECTION C:
Likert Scale Statement
Keywords:  Strongly Agree (SA), Agree (A), Undecided (U), Disagree (D), Strongly Disagree	(SD)
	S/N
	QUESTIONS
	SA
	A
	U
	D
	SD

	1.
	Multimedia journalism provides timely information on climate change issues.
	
	
	
	
	

	2.
	Multimedia platforms (TV, radio, online media) educate the public about the causes of climate change.
	
	
	
	
	

	3.
	Multimedia journalism simplifies complex climate change concepts for better understanding.
	
	
	
	
	

	4.
	Multimedia content motivates people to take action against climate change.
	
	
	
	
	

	5. 
	I rely on multimedia journalism as my primary source of information on climate change.
	
	
	
	
	

	6.
	Multimedia journalism effectively highlights the consequences of ignoring climate change.
	
	
	
	
	

	7.
	Multimedia platforms advocate for eco-friendly practices and policies.
	
	
	
	
	

	8.
	Multimedia content has increased my knowledge about climate adaptation strategies
	
	
	
	
	



